T he rapidly changing environment in society is cause for higher education, and professional communication, to reassess approaches to meeting educational needs. With the demand for speed and the need to thrive under constant change, entities partner to create learning environments to better serve students by leveraging their human and fiscal resources. News about these new, innovative educational partnerships arrives on our desktops time and again. Here is just a sample of a few of the most prominent partnerships:
• Thomson Publishing and 18 universities in the United States, Australia, the United Kingdom, Canada, Germany, China, and Singapore are forming a consortium, called Universitas 21 Global, an online for-profit school for the global market. The consortium will target the burgeoning Latin American and Asian markets, offering master's degrees in information technology and business.
• UNext.com is offering courses online with content provided by the faculty of top schools such as Columbia, Stanford, Carnegie Mellon, the University of Chicago, and the London School of Economics. Course content for the curriculum, marketed under the name Cardean, is controlled by the partner schools.
• Internet learning company Cenquest has partnered with the Oregon Graduate Institute, the University of Texas, Australia's University of Adelaide, and Mexico's TEC/Monterrey Tech to offer business graduate courses online to employers at more than 100 industry sites.
When faculty, students, and administrators of professional communication programs learn of these partnerships, they find themselves asking crucial questions: What do these partnerships look like? How will they affect our programs? How can we participate in and shape these developments? What should we expect? How might we embark on such a partnership effort ourselves?
In this article, we discuss what these partnerships might mean for professional communication programs. We contend that professional communication programs cannot ignore these developments; rather, faculty and administrators need to take an active role in shaping these new learning environments by partnering to build a learning marketspace. As a collaborative innovation of professional communication programs, a learning marketspace would, as Timothy Luke described, enable programs to "create new learning communities and learned discourses, rather than permitting corporate substitutes . . . to fabricate alternatives in a misguided effort to commodify the higher learning that universities [and professional communication programs as part of these universities] have always produced" (153).
To illustrate how professional communication programs might partner in networked digital spaces, we first define the learning marketspace and provide an overview of such entities as they currently exist. We then provide a rationale for professional communication programs to partner in the learning marketspace and explain how they might constitute such a partnership. Finally, we suggest how a program might assess its own readiness and that of its partners as a critical first step in positioning itself in the learning marketspace.
WHAT IS A LEARNING MARKETSPACE?
The learning marketspace has been defined as "a gateway through which learners, employers, and learning providers are drawn together into a dynamic Internet-based marketplace that creates value for learners, enhances economic development, and engages institutions in meeting the needs of 21st century learners" (Duin, Baer, . Given the thousands of such partnerships being created or under way in other contexts and sectors of society, these partnerships have been classified in different ways, such as by the degree of institutional integration (Smith) , organizational structure (Hanna) , governance structure (Hurst) , economic basis and scope (Athey) , and the degree of innovative technology used (Michel) . Figure 1 contains a simple grid that helps us to understand the various types of learning marketspace partnerships (Duin, Baer, 348 JBTC / July 2003 Technical communication programs partner with a corporate entity(ies) to target private companies and address needs of learners in specific areas, e.g., the auto industry.
Programs partner with a corporate entity or entities to meet the needs of general audiences, e.g., to offer general modules in Web design, audience analysis, or organizational communication.
Programs partner with other public entities to coordinate the delivery of their programs to meet the needs of all learners and employers across the entities and to extend access to global audiences.
Programs partner with other public entities (higher education, non-profit, etc.) to develop resources for a specific group of learners. By creating a partnership with industry, the programs ensure a timely response to the changing needs of a specific industry. and Starke-Meyerring 7). A partnership is placed on the grid according to its primary identity (corporate or public) and audience (targeted or general).
A professional communication partnership would be placed in the grid's upper-left quadrant if it supports mainly corporate, targeted interests. A number of professional communication programs might partner with corporate entities to address needs of specific learners. An example of a corporate entity targeted toward addressing the learning needs of private companies and business education is UNext.com. Partners include faculty from schools such as Columbia, Stanford, Carnegie Mellon, the University of Chicago, and the London School of Economics. The goal of this partnership is "to create powerful learning communities that marry the world's most respected academic scholars and institutions with the global reach and interactive capabilities of the Internet" (UNext).
In contrast, professional communication programs could partner with other public entities (higher education institutions, nonprofit groups, etc.) to develop resources for a targeted group of learners. A public partnership (lower-left quadrant) could serve the needs of a specific industry and could work to ensure a timely response to the changing needs of that industry, but it would not be controlled by a specific corporation. An example of a public partnership targeted at a specific industry is the Michigan Virtual Automotive and Manufacturing College. This partnership's mission statement expresses its targeted approach:
The Michigan Virtual Automotive College will capitalize on emerging distance learning technology to provide high-quality, convenient, and cost-effective automotive training and education throughout the state. By creating a strategic link between education and industry, MVAC will ensure an efficient and effective educational response to the rapidly changing needs of Michigan's leading industry. (Michigan) Public partnerships that address a general audience (lower-right quadrant) appear to be the most popular types of partnerships in higher education. Here professional communication programs could partner to coordinate the delivery of their programs and extend general access. An example of this type of partnership in the larger higher education scene is Kentucky Virtual University. In contrast to Michigan Virtual Automotive and Manufacturing College, this entity's mission is more general: "to make post-secondary education more Duin, accessible, efficient and responsive to Kentucky's citizens and businesses" (About).
The final type of partnership on the grid is one that is controlled by corporate interests and designed to meet the needs of a general audience (upper-right quadrant). Hungry Minds University is an example of a corporate entity that was geared toward a more general audience. Its mission was to "be the Web's most accessible and engaging gateway to knowledge," and its slogan, a "people's U.-a gathering of free minds" (Moving), expressed a more general focus on learners. But corporate partnerships that serve a general audience have become increasingly rare, and with the takeover of Hungry Minds by Wiley Publishers, Hungry Minds University was discontinued in November 2002. Most corporate entities now target specific types of professional groups, such as business, information technology, or health care. Nevertheless, in this quadrant, professional communication programs might partner with corporate entities to meet the needs of general audiences, for example, to offer general modules in Web design, audience analysis, or organizational communication.
Regardless of where these partnerships fall on the grid, when professional communication faculty, students, administrators, policy developers, and practicing professionals in industry learn of these partnerships, they ask crucial questions: Why partner to develop a learning marketspace? What are the critical components of a learning marketspace for professional communication? How might we assess a program's readiness for partnering in the learning marketspace?
WHY PARTNER TO DEVELOP A LEARNING MARKETSPACE?
Depending on the context, a partnership is developed for a large number of reasons. For example, professional communication programs might consider a learning marketspace as a means to reposition the discipline and profession among other related professions, such as computer science and interface design. Focused on the needs of users, professional communication programs could use such partnerships to increase their visibility and contributions to the design of digital technologies. Also, as Henrietta Shirk has suggested, programs might partner to leverage resources across programs:
Most professional communication programs are currently institution bound. None of them individually has all of the resources to create a totally comprehensive and effective technology-mediated learning environment for the field. Consortia need to be formed among several programs throughout the country so that resources and information can be shared electronically. In addition, legislators and taxpayers who fund business or technical communication programs in public institutions increasingly assume that similar programs will partner to leverage resources and build the capacity needed to meet the learning needs of citizens.
Specifically, a department may see partnering as a way for its professional communication program to take advantage of the global reach of a learning marketspace and to work with international partners to provide the learning opportunities its students need to succeed in a global workplace. A department may also see partnering as a means to identify and create new markets and the courses or programs that meet the needs of these markets. The partnership perhaps will carry out a new business activity that the partners could not carry out individually, or perhaps it will work to create a common infrastructure for information technology or professional development opportunities.
Faculty in turn might see partnership as a means to enhance not only access to learning but the pedagogy of learning, as a means to transform learning through new forms of service, responsiveness, and innovation. In an age of lifelong learning, they may see the partnership as a way to engage lifelong learners with their professional communication programs and, simultaneously, as a way to engage faculty with lifelong learners. Together, these stakeholders may see partnership as a way to overcome competitive challenges as well as increase the recognition of professional communication as a discipline and profession.
However persuasive or stringent these different rationales may be, the majority of professional communication programs largely respond by continuing to pour resources into internal systems rather than by collaborating to leverage resources as part of a learning marketspace. Given that one's partners no longer need to be determined by geography, this reluctance to partner is even more astounding. Perhaps part of the reluctance stems from a lack of understanding of what a learning marketspace for professional communication might look like. 
WHAT ARE THE CRITICAL COMPONENTS OF A LEARNING MARKETSPACE FOR PROFESSIONAL COMMUNICATION?
Learning marketspaces work to integrate educational offerings from the partnering programs. Developing the full potential of a professional communication learning marketspace takes time because its full potential comes only through building relationships and standardizing processes across the partnering programs. Because each program has its unique structure, culture, and traditions, such standardizing processes are complex and challenging. To begin, partnering programs can develop critical components to prepare for the learning marketspace. We believe that three sets of components are critical to the learning marketspace:
• Information and access. These components focus on providing access to aggregated information about professional communication learning and employment resources.
• Streamlined and shared services. These components focus on performing services such as credit transfers, registration, admissions, and other standard procedures.
• Relationship tools. These components focus on creating knowledge through learning relationships. The first priority of the learning marketspace, these learning relationship components consist of e-portfolios, e-mentors, and e-learning communities.
Information and Access
Partnerships should provide seamless access to the career, course, job, and business resources needed by professional communication students and practicing professionals. One such project, the Internet System for Education and Employment Knowledge, is a model for using technology to enhance and align learners' career assessments, course choices, and future business opportunities. This basic tool provides learners, counselors, and employers with a virtual advising office for help with assessing needs, identifying programs, and obtaining financial aid, as well as a common catalog with links to course and class-schedule information (potentially from all providers in the partnership). In addition, employers, community groups, and learners of any age or at any location can post requests regarding their specific learning needs and preferred delivery method (face-to-face, Web, instructional television, etc.), and these requests are then matched with the proper providers. A professional communication An excellent example of such access to resources in the professional communication community is currently being built by Geoffrey Sauer and colleagues at the University of Washington.
1 The E-Server TC Library "provides 1,250 links to articles, academic programs, journals, professional organizations and materials of importance to the field" (E-Server). With its comprehensive resources, the site has a large part of the information and access infrastructure in place to build a learning marketspace for professional communication. The TechCommCareers Portal <http://www.techcomcareers. org>, a collaboration of technical communication programs at New Mexico State University, Cedarville University, and Texas Tech University, provides similar outstanding career development services. We do not know, however, of any partnership effort that would leverage and integrate the courses, resources, and services of a larger number of professional communication programs across the country or even the world.
Streamlined and Shared Services
Individual courses as well as total programs are the basic units in the learning marketspace; learners expect our programs to provide streamlined services and to accept credits from any accredited program. Thus, the second critical component is to provide standardized services including registration, admission, and credit transfer.
Although not yet a credit bank, an initiative known as the Course Applicability System <www.transfer.org> is one example of a system being designed to allow students to input their course records and immediately learn which partnering institutions will accept their course credits. Institutions in Ohio, Arizona, Wisconsin, and Minnesota are partnering in this initiative to enhance transferability across systems. Institutions in this partnership are building a Web application that assists students, advisers, faculty, and administrators from two-year colleges and universities to obtain consistent and accurate information about transfer courses and their applicability toward degree completion <http://daraix01.mcs.muohio.edu/cas>.
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Ideally, then, learners could turn to a professional communication learning marketspace to build an educational account. They would choose the state and institution where their account would reside. Then, if they should decide to take courses from a suite of institutions or perhaps to transfer to another institution, they could continue to use the same account. As a result, learners could choose from the rich resources and courses of multiple programs to build the education that best meets their needs.
Relationship Tools
Professional communication partnerships must leverage the best content created by the partners and provide a seamless gateway so that professional communicators can access that content from any number of entry points. Along with the need to streamline services, these partnerships must respond to the pressing human need for encouraging and supporting learning relationships. As research on pedagogy consistently indicates, such learning relationships are crucial for creating knowledge.
To address this need in the learning marketspace, we propose three basic relationship-building components: e-portfolios, e-mentors, and e-learning communities. Although each component would clearly warrant an extensive literature review, our intent here is simply to point out key characteristics that call for their inclusion as basic relationship-building components in a learning marketspace for professional communication.
E-portfolios.
As a technology that helps learners develop, manage, integrate, and share their information and knowledge with others, the e-portfolio is a critical tool of the learning marketspace. We envision this technology to be an online, learner-controlled, personal learning and career development system designed to help learners become responsible and active managers of their own knowledge and competencies. Thus, the e-portfolio is a dynamic, integrated, electronic learning-management system. A prototype of this concept has been developed at the University of Minnesota (see Figure 2) . In addition, a great deal of national and international work on e-portfolios has been done in the field of education (Barrett) .
Typically, the word e-portfolio conjures associated concepts such as assembled papers, presentations, record keeping, repositories, and assessments, and, as some researchers have emphasized, exchanges and sharing (Howard; Wall and Peltier) . We wish to build here on the concepts of exchanges and sharing: Rather than merely presenting learners with institution-stored information and data, an e-portfolio, as part of a professional communication learning marketspace, would present learners with the means to best use this information to become successful lifelong learners. For example, it would enable learners to create, access, store, and selectively display educational, professional, and personal records as well as demonstrate competencies through drawings, photographs, writing and design samples, performance videos, test results, software code, and credentials. Learners could create customized versions of their records and exchange them in seconds with selected audiences such as course team members, counselors, admissions officers, faculty, or employers. In each case, the learner decides which parts of the portfolio are to be shared with whom. Specifically, the e-portfolio would enable learners to • build, assess, track, reflect on, articulate, and demonstrate their competencies, increasing their potential to develop careers and find employment • make sense of and use a potentially confusing range of information, resources, and services provided at large learning marketspaces • access their records, competency demonstrations, and other data anytime and anywhere • participate in personalized contractual learning, in which learners and instructors or other professional mentors negotiate and plan how a learning opportunity could best be designed to meet the needs of the learner E-mentors. As learners begin to control and manage more of their own information and knowledge, professional communication programs will be expected to develop curricula and ways of teaching learners to become active and responsible managers of their own learning, information, and knowledge. Although the e-portfolio represents a technological centerpiece in this process, the technology of the e-portfolio alone is not enough to teach learners how to develop, manage, and share their knowledge. Thus, e-mentors are the crucial link in the relationship between learners and the partnering programs. E-mentors connect learners with professional communication partnering programs and, more strategically, with technical communication professionals and educators, who might be funded jointly by the partnering programs. Associations, businesses, and individuals would indicate the competencies needed and bring their current education, training, and experience in the form of their e-portfolio. E-mentors would then help to identify the gap between what the learners know and need to know and locate the educational resources available from a variety of entities (e.g., partnering programs, corporations) to meet their learning needs. E-mentors also help learners to identify the best delivery mode (online, face-to-face, synchronous, asynchronous), critical content, and e-learning resources for meeting these learning needs. In short, e-mentors help learners to
• locate e-learning resources that directly meet their learning needs • identify learning gaps and locate resources and e-faculty who can help them • develop personal learning plans (e-portfolios)
• set up ongoing assessment and achievement plans • become responsible and active managers of their own information and knowledge 356 JBTC / July 2003 E-learning communities. E-learning communities provide yet another important set of relationships and connections for learners in the learning marketspace. Considering the unprecedented pace of change in knowledge, technology, and society, learners need to expand their ways of learning to include learning from peers and colleagues. As Gail Hawisher and Cynthia Selfe pointed out, "We cannot promise to provide students with a stable and unchanging body of knowledge-especially in connection with technology use. Indeed we cannot even provide ourselves with such intellectual comforts" (4). Increasingly, then, learners are understood as experts and experts as learners, resulting in learner-experts learning from each other. Consequently, learners need to have opportunities to interact with other learner-experts in the professional communication learning marketspace.
Online communities can take advantage of the Internet as "a practical, efficient, and valuable tool for interpersonal communication" (Hamman 75) and support networks based on disciplinary and crossdisciplinary interests. In this way, learners can both benefit from the networked intelligence of professional communities and contribute to these "networks of knowledge production, consumption, and accumulation" (Luke 164 ).
HOW MIGHT WE ASSESS A PROGRAM'S READINESS FOR PARTNERING IN THE LEARNING MARKETSPACE?
The challenge to partner is great. The means to get there begins with an assessment of readiness. Carol Twigg, in her work for the Pew Charitable Trust, has developed a set of institutional readiness criteria in the form of a list of questions for those institutions interested in using technology to increase the access to, improve the quality of, and reduce the costs of learning. We have adapted Twigg's questions for our context of assessing a program's readiness for partnering in the learning marketspace:
• Does the program want to control or decrease costs and increase academic productivity?
• Do program leaders demonstrate a commitment to using technology to achieve strategic academic goals, a commitment that moves beyond using technology to provide general support for all faculty and all courses?
• Scott Rosevear, in his comparative case study of eight organizations from higher education, industry, and state governments involved in the development of virtual universities, developed the following set of questions to assess readiness on the part of interinstitutional partnerships. Again, we have adapted these questions slightly for our context.
• What is the state of the partnering programs' technological infrastructure?
• How prepared are the partnering programs to support virtual learning environments? • Do they all have equal technological capabilities?
• How long might it reasonably take before the partnership is operational? • What are the resource gaps, and how will they be filled?
Developers of the Minnesota Virtual University, a partnership effort involving more than 100 institutions, have listed the following criteria for determining readiness for a virtual partnership:
• Are there learning opportunities otherwise denied by existing programs? Are faculty being denied the opportunity to offer their expertise in innovative ways? • Is there both vertical and horizontal support across the partnering programs? Is there buy-in by the administration, faculty, and staff? • Do the partners have an e-commerce strategy, and does this strategy include an emphasis on lifelong learning? • Do the partners have an international strategy, and does this strategy include an emphasis on lifelong learning?
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• Are incentives in place to foster collaboration across the programs?
• Are major resources committed to the initiative? This criterion seems obvious, yet most learning marketspace efforts have failed simply because they, in reality, did not have the monetary resources to build and sustain such an effort.
• Do the partners foster the development of learner-centered systems? So much has been written about the need for learner-centered systems; however, most programs focus first on what the partnership brings to them rather than on what it should bring to learners. (Duin and Baer 21) Invariably, those engaged in the development of learning marketspace partnerships point to leadership commitment as the most important criterion for such partnerships. Maynard Robinson and Stephen Daigle, in their recent analysis of California State University's failed partnership known as the California Educational Technology Initiative, stated that "full executive engagement is an absolute requirement at both the system and campus levels" (26). This readiness criterion is so important because the disruptive nature of learning marketspaces means that they cannot be limited to reproducing existing processes and structures but rather require organizational learning and change. When we consider the task of standardizing systems across participating programs alone, the critical need for leadership commitment becomes perhaps more apparent. In other words, a professional communication program is ready to develop a partnership only if the administrators in charge fully support the effort.
CONCLUSION
Drawing on public management theory, Robinson and Daigle noted that when starting a partnering program, partners usually first consider "How will it work and what are the consequences for me?" (21). However, we have found that, given the complexity of the twenty-first century, successful partners are generally those who are willing to embark amid levels of ambiguity. Readiness "requires tolerance for undefined boundaries, unfamiliar management practices and new authority relationships, and complex benefits that are sometimes hard to measure" (30). In short, a partnership is more than cooperating or collaborating: It is a melding of cultures in support of learners. Duin, 
